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Abstract  
In recent Korean TV dramas (soap operas), there has been an overuse of PPL marketing. As a result, the viewer audience 
have gained a negative perspective towards both the TV drama content and even the product. Therefore companies have 
created a new type of PPL marketing, as known as webtoon PPL, in order to continue and expand the effectiveness of 
PPL marketing. These companies have already begun to conduct research in the relevant areas of consumer behavior 
according to the different types of webtoon PPL that are possible. When examining preceding research related to 
consumer perception according to webtoon PPL type, it can be confirmed that the ‘Halo Effect’ of characters appearing in 
webtoons, which are a significant factor of the webtoon marketing effect, are absent from the areas of research that have 
been explored. This research study has the objective of providing supplementary research to the results of previous 
research regarding the consumer perception for different types of webtoon PPL marketing by additionally focusing on the 
‘Halo Effect’ factor of the featured webtoon characters. The results of this research confirmed that not only did the 
‘insertion type’ webtoon PPL induce a positive response on consumers that had already been discovered in preceding 
research, but also that the ‘combination type’ webtoon PPL induced a positive response as well. This research study is 
significant in that it extracted a new type of effective webtoon PPL through exploring and building upon previous related 
research. 
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1 Introduction 
1.1 Research Background and Objectives 
Due to its positive advertising effects, PPL marketing, which 
is prominently used in movies and TV dramas, is the preferred 
marketing method to be used by companies. But as there 
recently has been excessive PPL exposure in TV dramas, there 
have been observations of psychological aversion to 
advertising by the consumer[1].  
As a breakthrough medium to address this issue, webtoon PPL 
marketing has come into the limelight. Due to the 
characteristics of webtoons that provide a favorable 
impression through its likeable characters, despite being 
recognized as PPL marketing, consumer response regarding 
webtoon PPL marketing has been positive. 
When examining the most recent research studies on webtoon 
PPL marketing, there is a study that focuses on product type, 
PPL type and degree of psychological aversion to advertising 
when analyzing the effects of webtoon PPL marketing. This 
preceding research study is significant because it summarizes 
the type of webtoons used for webtoon PPL marketing and 
also because it examined the consumer attitude of 
psychological aversion to advertisements, which is currently 
an issue in relation to overuse of PPL marketing in TV dramas. 
However this preceding research has limitations in that the 
reader familiarity factor with webtoon characters and their 
Halo Effect factor were not taken into consideration.  
Therefore, this current research study reflected the factors 
missing from the preceding research, which include the reader 
familiarity factor with webtoon characters and their Halo 
Effect factor to analyze an improved examination on the 
consumer attitude for different type of webtoon PPL 
marketing.  
 
1.2 Research Scope and Methods 
This research first examined the characteristics of webtoon 
PPL marketing through analysis on previous literature studies 
and confirmed the significance of the Halo effect of webtoon 
characters. Next the significance and limitations of preceding 
research were analyzed. While methodologies from preceding 
research were used, revisions were made to accommodate the 
reader familiarity factor with webtoon characters and their 
Halo Effect factor into the research. Through a primary online 
survey, a group of consumers with a high level of 
psychological aversion to advertising was selected and the 
types of webtoons they enjoyed were investigated. Based on 
these results, webtoons that integrated webtoon PPL 
marketing of various types were produced and a follow-up 
online survey was conducted to analyze consumer response 
towards each type of webtoon PPL marketing. 
 
2 Webtoons and Webtoon PPL Marketing 
‘Webtoon’ is a term that combines the words ‘web’ and 
‘cartoon’ that was first used in 2003, and refers to cartoon 
contents that are distributed and consumed on the internet 
(web). Webtoons have not only revived the previously 
stagnant Korean cartoon market, but they have also been 
recognized as high value adding contents and are currently an 
area of focus as a hot new industry[5, 7].  
In addition to the success of webtoons from a contents 
perspective, because webtoons can now be enjoyed at anytime 
and anyplace with the widespread use of smartphones, they 
have completely solidified and integrated their position in pop 
culture[4]. 
 
 
 
Figure 1 examples of various types of webtoon PPL 
marketing 
 
Webtoon PPL marketing can be categorized into the 
image-based type, insertion type and combination type 
webtoon PPL marketing. All three types of webtoon PPL 
marketing are integrated with featured characters[6]. 
Therefore webtoon consumers are exposed to the Halo Effect 
of webtoon characters. For example, the single cut marketing 
image featuring the webtoon character that appears 
immediately after the final cut of the webtoon episode is an 
image-based type webtoon PPL marketing example. Also in 
the case of insertion type webtoon PPL marketing, the product 
being marketed is seamlessly integrated and located within the 
webtoon itself. 
The combination type is a combination of the image-based 
type and the insertion type. The examples in Figure 1 include 
images of products, including ice cream, hand lotion and 
chicken, being marketed as seamless images that are directly 
drawn in and integrated into the webtoon images and show 
various examples of combination type webtoon PPL. 
Consumers in modern society have insufficient objective 
information on products and services, and because they are 
influenced significantly more by positive and negative 
emotions rather than by rationality, consumer behavior 
stemming from the related Halo Effect of products and 
contents have become a type of consumer behavior pattern in 
modern society. It has been confirmed through various 
research studies that the favorable images of brands and 
characters command a Halo Effect on consumer trust, attitude 
and intent to purchase even for virtual products that are 
unrelated to the brand or characters. This can be interpreted to 
mean that the Halo Effect, which is the favorable recognition 
of webtoon characters in webtoon PPL marketing, influences 
webtoon PPL marketing[2].  
 
3 Preceding Research: Significance and 
Limitations 
Recent research on webtoon PPL marketing by Yoon-jin Cho 
etc. (2016) in their ‘Study on PPL Effect of Webtoon by 
Product Type, PPL Type and Psychological Reactance’[3] 
presents a fresh perspective. Their research confirmed that 
type of webtoon PPL marketing could be utilized as an 
important factor related to webtoon PPL marketing, and their 
research study is significant in that it conducted research on 
webtoon PPL marketing with a focus on psychological 
aversion to advertising, which had been previously considered 
as a significant personal preference factor. 
But when examining the research methodology in detail, it can 
be noticed that in order to minimize the influence of various 
factors when evaluating the effects according to type of 
webtoon PPL marketing, the research was conducted using 
fabricated products and unpopular webtoons that lacked any 
recognition. Because the research was conducted while 
excluding the influence of featured characters, which also 
excludes the significant influence of the Halo Effect, it is 
determined that the results of this research have limitations in 
their practical applications. The research did mention the lack 
of consideration of the relationship between the Halo Effects 
of webtoon characters and webtoon PPL marketing as a 
limitation. While their research highlighted and examined 
important issues in the current situation where there is still a 
lack of research in the area of webtoons, because there is a 
possibility of factors that influence the effect of webtoon PPL 
marketing, there is a need for follow-up and supplementary 
research.  
 
4 Research Issues and Hypotheses 
This research has the objectives of examining the consumer 
attitude induced by the three types of webtoon PPL marketing 
against a group of consumers with a high level of 
psychological aversion to advertising with a focus on the Halo 
Effect of webtoon characters. To achieve these objectives, the 
following research issues and three corresponding hypotheses 
are proposed. 
 
Table 1 Research Issues 
Research 
Issue 
Question 
Issue 1 
Does the consumer familiarity level with 
webtoon characters for the psychologically 
averse group have an influence on product 
marketing effect in regards to webtoon PPL 
marketing? 
Issue 2 
Does the psychologically averse group 
maintain its preference for insertion type 
webtoon PPL marketing as confirmed in 
previous research studies? 
 
Table 2 Research Hypotheses 
Hypothesis statement 
Hypothesis 
1 
When taking into consideration the popularity 
and recognition factor of the author and 
characters of the webtoon when examining the 
psychologically averse group, this group still 
maintains a positive attitude exclusively 
towards insertion type webtoon PPL marketing. 
Hypothesis 
2 
When taking into consideration the popularity 
and recognition factor of the author and 
characters of the webtoon when examining the 
psychologically averse group, there were no 
differences confirmed based on the type of 
webtoon PPL marketing. 
Hypothesis 
3 
When taking into consideration the popularity 
and recognition factor of the author and 
characters of the webtoon when examining the 
psychologically averse group, this group 
preferred a different type of webtoon PPL 
marketing. 
 
5 Research Method 
5.1 Experiment Model 
To evaluate the effects according to the webtoon PPL 
marketing type used in webtoons and the effects according to 
the psychological aversion personal preference factor, the 
following research model was designed. The image-based type, 
insertion type and combination type categories of webtoon 
PPL marketing and the psychological aversion personal 
preference were set as the independent variables of this model. 
The dependent variable of the model, which was the effect of 
PPL marketing, evaluated consumer attitudes towards the 
marketed brand and the webtoon contents. 
 
 
Figure 2 Experiment Model 
 
While a survey of an identical type as the preceding research 
was adopted, the contents of the survey had a revised design to 
include a familiar webtoon that exclusively presented the type 
of webtoon PPL marketing being surveyed. Therefore, to 
provide familiar contents to the survey target group, who were 
university students, ‘can coffee’ was selected as the product to 
be marketed because it had been confirmed to be familiar to 
this test group through preceding research, and also because 
recognizable brand names can have a marketing effect, the can 
coffee was branded with a fabricated brand before being 
integrated into the webtoon contents of the survey. ‘Attitude 
towards brand’ and ‘attitude towards webtoon contents’ were 
set as the factors for the test subjects to be evaluated against. 
 
5.2 Experiment Methods 
A primary online survey was conducted against male and 
female university students in their 20’s who were confirmed to 
enjoy reading webtoons. This survey was designed to measure 
their level of psychological aversion to advertising and also to 
research the types of webtoons that they enjoyed reading. A 
total of 80 students participated in the survey, out of which a 
subset of 20 students with the highest levels of psychological 
aversion to advertising was selected to conduct a secondary 
follow-up survey. In the secondary follow-up survey, the 
webtoon ‘Obsessed with Looks’ by webtoon artist Tae-jun 
Park, which was confirmed to have the highest level of 
common interest amongst the survey respondents, was edited 
to survey additional factors. ‘Can coffee’ was selected as the 
product to be used in the PPL marketing because preceding 
research had confirmed this as a familiar product to this test 
group. To eliminate any influence that could be caused by 
brand preference, the can coffee was branded with a fabricated 
brand before being integrated into the webtoon contents of the 
survey. The secondary survey measured the levels of ‘attitude 
towards brand’ and ‘attitude towards webtoon contents’ by 
designing a survey that presented webtoons that had been 
edited to include different types of webtoon PPL marketing. 
 
5.3 Survey Design 
To select a group of test subjects with a high level of 
psychological aversion using the primary online survey, a 
survey in the form of [Table 3 and Table 4] was presented, and 
excluding incomplete surveys, surveys with an average 
psychological aversion score below 3, and surveys where the 
test subject answered they did not enjoy reading webtoons, 24 
people who had a psychological aversion score of above 3.1 
that replied that they enjoyed reading webtoons were selected.  
The webtoon confirmed to have the highest level of common 
interest was ‘Obsessed with Looks’ by webtoon artist Tae-jun 
Park. Therefore while excluding the 4 respondents that replied 
they did not like ‘Obsessed with Looks’, the 20 remaining 
people were selected as the test group of this research study. 
To conduct this study, the webtoon ‘Obsessed with Looks’ 
was edited to produce webtoons that included virtual can 
coffee PPL marketing of the image-based, insertion and 
combination types.  
  
 
Figure 3 production mockup for each webtoon PPL marketing 
type 
Table 3 Survey Questions to Evaluate Attitude towards 
Brands 
Evaluated 
Factor 
Evaluated Category Evaluation 
Measure 
attitude 
towards 
brand 
I like the brand shown in the 
webtoon. 
5-point 
Likert 
Scale 
I am interested in the brand 
shown in the webtoon. 
I am curious about the brand 
shown in the webtoon. 
 
Table 4 Survey Questions to Evaluate Attitude towards 
Webtoon Contents 
Evaluated 
Factor 
Evaluated Category Evaluation 
Measure 
attitude 
towards 
webtoon 
contents 
Webtoons are entertaining. 
5-point 
Likert 
Scale 
The story of the webtoon 
unfolded smoothly.. 
 
5.4 Analysis of Results 
The results of the research confirmed that, as shown in [Table 
5], when using the Halo Effect of webtoon characters there is 
an overall positive effect regarding the webtoon contents, and 
more specifically that compared to image-based type webtoon 
PPL marketing, the insertion type and the combination type 
webtoon PPL marketing had a higher positive effect. In terms 
of attitude towards marketed brand, it was confirmed that the 
combination type webtoon PPL marketing had a higher 
positive effect when needing to generate interest or spark 
curiosity compared to insertion type webtoon PPL marketing. 
The claim of preceding research stating that ‘the 
psychologically averse group only showed a positive attitude 
towards insertion type webtoon PPL marketing’ was 
confirmed to be unsound based on research that took into 
consideration the Halo Effect of webtoon characters.  
This research also confirmed that the psychologically averse 
group showed a positive attitude towards the combination type 
webtoon PPL marketing in addition to insertion type webtoon 
PPL marketing, and also that combination type webtoon PPL 
marketing was the best type of webtoon PPL marketing to 
generate interest or spark curiosity in a brand or product.   
 
Table 5 Survey Results (MIN 20 points, MAX 100 points, 
AVG 40 points) 
 
image-base insertion combination 
affinity score for 
brand 
39 41 39 
interest score for 
brand 
41 41 47 
curiosity score 
for brand 
39 43 47 
fun factor score 
for webtoon 
contents 
72 72 73 
smooth transition 
score for 
webtoon 
contents 
47 72 62 
avg. per type 47.6 53.8 53.6 
 
Table 6 Results of Analysis of Hypotheses 
Research 
Issue 
Question Result 
Issue 1 
Does the consumer familiarity 
level with webtoon characters 
for the psychologically averse 
group have an influence on 
product marketing effect in 
regards to webtoon PPL 
marketing? 
supported 
Issue 2 
Does the psychologically 
averse group maintain its 
preference for insertion type 
webtoon PPL marketing as 
confirmed in previous research 
studies? 
dismissed 
 
6 Conclusion 
This research study had the objective of examining the Halo 
Effect of webtoon characters on the different types of webtoon 
PPL marketing against a group with psychological aversion to 
advertising. Through conducting a pilot test that improved 
upon preceding research, the potential for the combination 
type webtoon PPL marketing was confirmed, and a significant 
direction for companies to utilize combination type webtoon 
PPL marketing in the future was presented.  
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